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Abstract

With the continuous innovation of network and information technology, the role of big data in social
life is becoming more and more significant. Therefore, it is of great significance to study the main prob-
lems faced by e-commerce. Firstly, using the research method of big data, the accurate market position-
ing of Z company is carried out. Then, it analyzes the problems faced by Z company and puts forward
the e-commerce promotion strategy of Z company. The research results will help to expand the tradi-
tional marketing theory and provide a reference for similar e-commerce enterprises to make better
use of big data to carry out marketing.
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Figure 1. Z company e-commerce situation
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Table 1. Statistics of a customer service keyword
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Figure 2. Seller distribution of Z company
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Figure 3. Data transmission route
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Table 2. Layered promotion strategy
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Figure 4. E-commerce feedback platform
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